The article focuses on theoretical principles of the organization of personal sales and marketing relationship. The definition of relationship marketing based on the identified priority position of relationship marketing is given. A new group of stakeholders-"needy" with which the company must build and develop relationships to solve social problemsis indicated. The principles of the concept of relationship marketing are clarified and developed. Considering the change of marketing paradigms and relevance of relationship marketing a new element of the marketing mix -"psychological approach" is provided. Application of psychological approach will allow employees of any company to understand and meet the real needs of customers' better. The importance of the application of psychological theories in marketing proved. The role of personal sales significantly increased in the medium of relationship marketing is concluded. The notion of personal sales emphasizing the importance of knowing the psychology of customers, the ability to demonstrate significant competence and knowledge of modern technologies of sales by private agents is explained.Thepurpose of personal sales in the modern society is designed, which is predominantly expressed in the construction, maintenance and development of privileged relations with customers. A new stage of personal sales -"gaining knowledge" is suggested. The principles of personal sales, corresponding to the components of psychological wellbeing are discussed.
Introduction
Current market conditions may be summarized as follows; the highest competition in the markets for goods and services, decrease in the effectiveness of marketing impersonal communications , change in needs and motives of customers, increased costs for communication with clients, the increasing importance of loyal customers, the growth of individual demand. In the current context of the market http: //dx.doi.org/10.15405/epsbs.2016 .02.36 eISSN: 2357 -1330 responsibility of the Conference Organization Committee 271 companies need to solve an important problem. Its decision is connected with the management of personal sales oriented on construction, maintenance and development of privileged relations with clients. This is due to the fact that traditional marketing is behind the age and relationship marketing becomes a really popular concept in the world. Application of the concept of relationship marketing in practice requires changes not only in the philosophy of the market activities of companies, but also in tools to achieve marketing strategies, one of which the personal sale is. Theoretical positions of relationship marketing and personal sales carried out in today's environment are in the process of formation and development. We believe that the efforts of employees and salespeople especially should be aimed at improving the psychological wellbeing of customers for the growth of the main indicators characterizing the effectiveness of personal selling: satisfaction, trust, involvement, comprehensive loyalty and income. In the process of personal sales the two sides -the company and customers should receive valuable benefits. The aim of the article is to develop theoretical propositions of relationship marketing and personal sales.To achieve the objective it is required to solve the following problem.
First, to give a definition of relationship marketing. Secondly, to denote a new group of stakeholders with which the company must build relationships for the opportunity to solve the social problems of modern society. Third, to clarify and develop the principles of the concept of relationship marketing.
Fourth, under given relevance of the marketing relationship to offer a new element of the marketing mix. Fifth, to clarify the concept of personal sales. Sixth, to designate the purpose of personal sales.
Seventh, to offer a new phase of personal sales. Eventually, to suggest the principles of personal sales corresponding to the components of psychological wellbeing.
Relationship marketing -the modern paradigm of marketing

The Essence of new principles of the concept of relationship marketing
Currently, in the modern context of social development, there are two of the most demanded marketing concepts: the concept of traditional marketing and the concept of relationship marketing. In some areas of business, especially in transition economies, traditional marketing still endures a big role. Relationship marketing plays a considerable role in such business areas as industrial markets, services and most of all consumer markets. We tend to call the concept of relationship marketing a new paradigm of marketing, as the status of the concept of "paradigm" emphasizes the priority of its importance and significance.
The concept of relationship marketing is in its infancy and development. This requires clearly defined theoretical and methodological foundations of the concept. An analysis of the definitions of relationship marketing, presented in the book of J. Egan (2004) has allowed us to identify three substantive items that should contain a modern relationship marketing: the priority of the broad interpretations of relationship marketing, not tight; vision of relationship marketing as a paradigm of marketing, not as a concept; focus on building relationships not only with customers, but also with other groups of people. Overview of opinions about the issue relating to the definition of groups with which the company must build relationships, successfully presented in the literature by J. Egan (2004) .We share the view that the company should build relationships with customers, employees, suppliers and external organizations. However, we believe that the social aspect of the modern http: //dx.doi.org/10.15405/epsbs.2016 .02.36 eISSN: 2357 -1330 propose to denote the fifth group of stakeholders and call it "needy." This group should include individuals and entities that need assistance of the company, which has a high profit. The main purpose of interaction with the "needy" is the solution of important social problems. Thus, the companysupporter of relationship marketing is to build relationships with the following groups: customers, employees, external organizations, suppliers and "needy". We share the opinion of K. Müller and A.
Halinen that relationships through the producer-consumer chain undoubtedly remain the main focus on the relationship marketing and all marketing science as a whole by Müller&Нalinen (2000) .
Considering identified three priority substantial position of relationship marketing and the importance of the social dimension in the conception, we offer the following definition of relationship marketing.
Relationship marketing is the modern paradigm of marketing based on building, maintaining and developing high-level relationships with customers, especially the key ones, as well as employees, external organizations, suppliers and "needy", by addressing a broad range of real needs and demands of society. It is desirable that employees seek to meet needs of the representatives of the groups that are at high levels. The more sophisticated customer needs are met, the higher their level of psychological well-being is.
It is known that personal sale is always a series of consecutive actions. The steps presented by various authors are similar to each other. However, this area requires further development. It should be emphasized that the environment affects relationship marketing entity through personal sales.
Therefore, we propose a new phase of personal sales, which is called «gaining knowledge." The decision to introduce a new stage in a well-established set of accepted based on the importance of taking into account all the refined and offered by us principles of the concept of relationship marketing.
Due to gaining of knowledge, the seller is able to improve their skills and become more competent.
The company should provide training to personnel agent for the development of his professional qualities in the medium of relationship marketing. Table 1 .shows the present stages of personal sales and the corresponding principles of relationship marketing. The presented principles of the concept of relationship marketing refined and developed by ourselves. In our view, the change of marketing paradigms leads to change in the traditional marketing mix. A personal sale is an effective policy tool to promote the company. We consider it ideological to propose a new element of the marketing mix.
http: //dx.doi.org/10.15405/epsbs.2016 .02.36 eISSN: 2357 -1330 (1978) .The concept of "4Ps" was important until a certain point and has been effective in many applications. However, the dominance of the concept of relationship marketing involves the emergence of new approaches to the content of the marketing mix. After analyzing the opinions of various authors, we concluded that the modern marketing mix should include the classic "4Ps", "People" or a new element. All other known components of the marketing mix can be either of no importance or be incorporated into existing "4Ps" or "People». In our opinion the element "People" should be classified as five groups with which the company comes into contact during running its business, including the "needy."
We propose to introduce the sixth element in the marketing mix which is called the "psychological The aim is to build personal sales, maintenance and development of privileged relations between clients, mainly key and personal agents (company), backed by activation of the positive response of customers associated with the purchasing of goods (services). The specified purpose of the authors' personal sales corresponds to relationship marketing due to the shift from the sale of goods to the presence of privileged relations. In our opinion, personal sales should be treated as any interaction between customers and employees, based on personal contact called "face to face». Thus, the role of personal sales in comparison with other integrated marketing communications is considerably increasing. The effectiveness of personal sale in its turn depends on the competence of the individual agent. In our opinion, one of the most effective tools for managing personal sales is a competency model of personal agents. A good example is the universal competency model, consisting of twentyfour competencies represented by Kiseleva(2015) .The model is universal and allows increasing the level of subjective wellbeing of clients and contributes to the main indicators characterizing the effectiveness of personal sale.
The principles of personal sales focused on psychological wellbeing of clients
The term "psychological wellbeing" has been widely recognized in aforeign psychology. In our view, C. Ryff(1989 Ryff( , 1995 revealed successfully and described the phenomenon of psychological wellbeing. C. Ryff successfully compiled and identified six basic components of psychological wellbeing:
autonomy, environmental management, personality growth, a positive relationship with others, a purpose in life, self-acceptance. A person with a high autonomy is able to be independent in the http: //dx.doi.org/10.15405/epsbs.2016 .02.36 eISSN: 2357 -1330 We consider it appropriate to propose the principles of personal sales that match the components of psychological wellbeing. Following these principles, personal agent will be able to positively influence the level of psychological wellbeing of clients. Thus, the theoretical principles of relationship marketing and personal sales are developed. In our opinion, only taking care of the psychological wellbeing of clients there is a possible growth of the main indicators characterizing the effectiveness of personal sales in the context of relationship marketing. As for main indicators, we consider it appropriate to claim satisfaction, trust, engagement, loyalty and comprehensive income.Following the principles of relationship marketing and the principles of personal sales personal agent will raise the level of psychological wellbeing of customers in the long term. At the stage of personal sales -"gaining knowledge", it is advisable to introduce to private agents the essence of relationship marketing and personal sales, the importance of use of psychological theories in marketing.
